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Women seek challenges

Although entrance to the lawn
care industry can be gained via
various routes, few men can say
they married or were dragged into
the trade. Most will say, in fact,
that they started small, with little
to recommend the business ex-
cept the desire to become one's
own boss.

However, the industry has at-
tracted in the last decade a
handful of women, who most
typically work as part of a
husband-wife team.

Sue Dougherty, treasurer of
Dougherty Gardens, Franklinville,
N.J., told LAWN CARE INDUS-
TRY that the variety of the indus-
try makes it a natural for women
who like a challenge.

industry is so
diversified,” she said, “I can’t see
how a wife couldn't become
involved."

Dougherty Gardens, which is a
combination garden and green-
house, was started by her father-
in-lawn and acquired by the
Doughertys about six years ago.
Dougherty said she handles the
billing and retail side of the
business while her husband, who
studied horticulture, manages all
production aspects. The partner-
ship, she said, works in spite of
any enforced male-female di-
vision of labor.

“It’s really a division based on
what one enjoys doing more," she
said. “And the roles are not

“The whole

At PLCAA

Van Fossen keynoter

Jack Van Fossen, president of the
nation's largest chemical lawn care
company, will be the keynote
speaker at the annual Professional
Lawn Care Association of America
(PLCAA) convention and trade
show in Indianapolis, Ind. this
November.

Van Fossen will speak on the
past, present and future of the lawn
care industry, relating his experi-
ences as head of the trend-setting
ChemLawn Corp.

The annual convention and
trade show will be held Nov. 8-10.
Van Fossen's keynote speech is
tentatively scheduled for the after-

noon of Tuesday, Nov. 8 in the Indi-
to page 16

Jack Van Fossen

Next month
To

Sue Dougherty

"

exclusive.
Dougherty said the company,
which employs two full-time
people during the off-season and
up to 10 more during the peak
season, puts out a monthly news-
letter which she writes and edits.
The newsletter is a scheme to
introduce customers to the

business.
to page 14

lawn care professionals

Clippin
Lawn care gets
lots of publicity

The lawn care industry received a
great deal of national attention
this spring when several leading
publications did feature stories on
the industry's phenomenal
growth.

Advertising Age magazine car-
ried a story headlined “Lawncare
market fertile” in its April 18th
issue. Several well-known lawn
care figures were quoted, in-
cluding LAWN CARE INDUSTRY
publisher Bob Earley and Lawn
Doctor president Tony Giordano
of Matawan, N.].

Peter Kerr, a staff writer for the
New York Times newspaper, also
quoted Giordano and LAWN
CARE INDUSTRY editor Jerry
Roche in a story he wrote entitled
“Professional Care of Lawns In-
creases,” which appeared April
14th. The Times also ran a story
with the title of “Man and the
Lz .ong Love Story"” in its
April 12th editions.

Kerr's story moved on the New
York Times national wire and
appeared in many other news-

fo page 15

Business outlook

Pick-up in economy
boosts lawn care biz

Buoyed by a pickup in the econ-
omy this spring and summer,
lawn care businessmen from coast
to coast are generally optimistic
about an increase in gross rev-
enues by the end of the year. In-
deed, some were seeing good
growth early in the busy season.
*“We just had the best first quar-
ter in our history,” points out
Tony Giordano of Lawn Doctor,
Matawan, NJ. And that's nothing
to scoff at: last year, Lawn Doc-
tor’s 270 franchisees grossed $27
million on 160,000 accounts.
“This looks like it's going to be

a fantastic year,"” Giordano con-
tinues. ““We projected a sub-
stantial (30 percent) growth, but
we're 20 percent ahead of
predictions.”

Keith Weidler of Shur-Lawn in
Omaha, Neb. also likes what has
been happening.

“The general economic news is
better than I've seen it in two
years,” Weidler notes. “It should
inspire consumer confidence,
which should in turn inspire bet-
ter business.”

Weidler adds that Shur-Lawn

to page 17
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Dursban can make
call-backs
a thing of the past.

There’s a phone call you shouldn't
have to take ever again. The one that calls
you back to redo a lawn or turf job. The
one that costs you dearly in labor, time
and gasoline. Not to mention the highest
cost of all—the unhappy customer.

You can put all that behind you by using
DURSBAN* insecticides. Because once you
use DURSBAN you can be sure you're
getting up to eight weeks of tough, broad
spectrum insect control.

You can count on DURSBAN 2E and
4E liquids or new 50W wettable powder to
knock out the toughest and most persistent
outdoor insects. DURSBAN gets them all..
sod webworms, armyworms, chiggers, chinch
bugs, clover mites, crickets, ants, grass-
hoppers, mosquitoes, grubs, turfgrass
weevils, billbugs and more —the first time

around. It's hard to find an insect that
DURSBAN insecticide won't control.

Unlike slower acting insecticides,
DURSBAN goes to work as soon as applied
...spring, summer or fall. And for as little
as $3.50 per 10,000 square feet of lawn
or turf, it's a lot cheaper than the cost
of call-backs.

With DURSBAN insecticide on the job,
more of your calls will be for repeat and
new business. While call-backs become a
dusty memory.

Give your Dow distributor a call for
DURSBAN insecticide. Also ask about the
"DURSBAN delivers the goods” incentive
program. Be sure to read and follow all
label directions and precautions. Agri-
cultural Products Department, Midland,
Michigan 48640.

DURSBAN

Does it right the first time.
<>

Dow Chemical U.S.A.
*Trademark of The Dow Chemical Company

3918
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With this issue, LAWN CARE IN-
DUSTRY welcomes Joe Kosempa

to its staff as a regional sales man-
ager. Joe is taking the place of Jim

Brooks, who — as most of you
who read this magazine regularly
know by now — is the new ex-

ecutive director of the Pro-
fessional Lawn Care Association
of America.

Joe will be operating from our
Cleveland office with group pub-
lisher Bob Earley. He will handle
advertising sales for the Midwest,
including the states of Ohio,
Michigan, Indiana, Illinois, lowa,
North and South Dakota, Wis-
consin, Minnesota and part of
Kentucky. He joins Ron Kempner
(Atlanta) and Bob Mierow (Seat-
tle) as regional sales managers.

Stafl addition at

Newcomer Joe Kosempa,
left, makes a sales call
while your editor watches
on.

Despite being so new to the
lawn care industry, Joe has
already recognized some trends.

“I see a very modern business
growing,” he says. “As the con-
sumer demands more leisure op-
portunities, the lawn care indus-
try’s tremendous growth potential
will surface even more."

Joe is a native Clevelander who
attended Ohio State University.
He has spent his last 20 years with
the now-defunct Cleveland after-
noon newspaper, the Press, where
he was a national account sales
manager. Prior to that, Joe was
salesman for a family tool and die
business.

He sees his job as being of an
informational nature, though in a
different respect than that of an

editorially-oriented employee.

“Even though I'm in advertising
sales, | think my job is still an ed-
ucational one,” Joe says. “The
products that are advertised are
themselves informational
articles.”

Joe is already looking forward
to meeting many of you at the up-
coming PLCAA convention and
trade show Nov. 8-10 in the Indi-
anapolis Convention Center. Until
then, he will be travelling
throughout the Midwest and get-
ting to know the industry’s key
people.

We at LCI are happy to have Joe
Kosempa on our staff. We think he
is a valuable addition, and hope
yvou will also welcome him.

* * * * * * *

Our apologies for leaving Lawn
Doctor off the May list of “‘Million
Dollar Lawn Care Companies.”
The business, of which Tony
Giordano is president, is one of
the five largest chemical lawn
care companies in the entire
country with franchises through-
out the Eastern seaboard area.

Here in Riverside, California — in
marked contrast to the fun-in-the-
sun set 60 miles to our west — a
lone green-shirted applicator can
be seen sweating profusely as he
makes his appointed rounds. As
gleaming beaches and gorgeous
weather await the almost year-
round exodus from the cities to
the surf, chemical lawn care
comes to Southern California.

While the air and weather at the
beaches is superb, Riverside is
famous for some of this planet’s
worst smog and blistering heat.
All of Los Angeles’ smog is blown
inland to Riverside, and our ma-
jestic mountains trap it. The result
is an overwhelming, thick, dirty,
eye-stinging, lung-smearing smog.
Visibility on an average summer
day is half a mile. And after ab-
sorbing this smog all day, one's
lungs ache and the voice becomes
raspy.

Because our area is a semi-
desert, it is very, very hot during
the summer: the temperature
reaches 113 degrees some days,
and it is not unusual to have
seven consecutive days of
100-degree-plus temperatures.
Not exactly perfect working con-
ditions possible, to say nothing of
the stress on lawns.

But these are just a few of the
“challenges” chemical lawn care

faces here. Others, which confront
us daily, are:

Soil. Our soil is very hard clay.
The Pentagon is considering lin-
ing missile silos with our clay to
protect them from nuclear attack;
core aerification is done with a
pickax.

Water. Folks here love water —
as long as it’s in their swimming
pools. Because of our clay soil,
water runs off after a few minutes,
and the minute a customer sees a
little water running off onto the
sidewalk, he cuts off the sprink-
lers. Naturally, we have a tremen-
dous stress problem ... but our
sidewalks are clean.

Obstacles. We have to pull
hoses around shrubs, gates, pools,
ski boats, RVs, trash cans and

sprinkler heads. Every home has
fences, and our hoses love to get
caught on them.

Dogs. These creatures are left
outside in the fenced vard while
the owners are at work. Spot is
therefore left to “do his thing,”
and he cooperates. And, of course,
Southern Californians are too
“laid back’ to stoop-to-scoop-
poop. As a result, we have a
smelly hose and funky boots.

Gardeners. Everybody and his
brother who owns a pickup truck
has a lawn mower in the back and
calls himself a “gardener.” But
the vast majority know nothing
about lawn care: they leave the
mower on the “low’ setting to
save time, and they have an aver-
sion to fertilizer and weed
control.

In conclusion, when you appli-
cators from back East are playing
your Beach Boys albums during a
blizzard, and are longing to come
here, just remember some of the
problems I've mentioned. If you
are still foolish and insist on satis-
fying vour masochistic urges, then
be sure and bring with you the
one absolute essential item that
will ensure survival. . .

a gas mask.

Larry Bourbonnais
Spray Green
Riverside, Calif.



Morgan tapped by ALCA

Gail Morgan was named executive
director of the Associated Land-
scape Contractors of America
when the group’'s Executive
Committee met April 15.
Morgan's appointment went
into effect May 1. She had been
acting executive director since
Jan. 20 when former director Alan
Smith’s resignation took effect.
“One of ALCA’s main goals, of
course, is to develop its mem-
bership,” Morgan says. “One of
my personal goals is to generate
better communication within the
greens industry. I also want to get
involved in the industry and meet

Shamrock plans
joint venture

The Diamond Shamrock Corp.
has reached a preliminary agree-
ment with Showa Denko, K.K. of
Japan to form an agricultural
chemicals and animal health
business.

Diamond Shamrock chairman
William H. Bricker said that the
venture aims at carrying on his
firm's existing business in the in-
dustry and the expansion of busi-
ness west into the Pacific and
Asia.

Lakeshore plans
new facility

Plans have been made to con-
struct a new curtain granulation
urea and sulfur coating facility in
the northeast by Lakeshore
Equipment & Supply Co. of Elyria,
Ohio.

At presstime, site of the project
had not vet been determined. Ac-
cording to Lakeshore sources,
construction is expected to take
about 12 months, and the facility
is hoped to be fully operational by
fall, 1984.

No danger from
2,4-D exposure

According to a recent study by the
United States Department of Ag-
riculture, less than one gram of
2,4-D is absorbed and excreted by
an average 175-pound worker
who applies the herbicide 30 days
a year for 30 years. That is several
hundred times less than the ac-
ceptable daily intake total for the
same person and time period, as
established by the Food and Ag-
riculture Organization of the
United Nations.

The study was undertaken by
R.C. Nash, P.C. Kearney, S.N.
Fertig, ].C. Maitlen and C.R. Sell,
all of the USDA, in spring of 1980.
The study was taken on ground
applicators from North Dakota
and aerial applicators from
Washington.

Circle No. 108 on Reader Inquiry Card ——

a lot of people.”

Before joining ALCA as pro-
gram director last June, Morgan
was manager of a 3,500-member
recreational facility in Arlington,
Va.

“Being acting director was kind
of a limbo position,” recalls
Morgan. “But during that time, I
learned more about the organ-
ization itself. 1 found out that
there are a lot of things going on in

ALCA, and since then ['ve been
trying to coordinate the staff and
establish priorities.”

Morgan is a native of
Wilmington, Del. She attended
Elon College in Elon College, N.C.
She and her husband now reside
in Vienna, Va.

ALCA's Executive Committee
made the appointment through
President David R. Pinkus of
North Haven Gardens, Dallas,

Gail
Morgan

Texas, after hearing a recom-
mendation from its Search
Committee.

ALCA has 885 members
throughout the United States.
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Sulfur
Coated
Fertilizer
IS Made
to Your

Specifications. . .
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with the outstanding qualities you
look for in a turf fertilizer.

1. long-lasting, controlled release fertilization

2. clean product

3. compatible particle size for even distribution
4. retains physical characteristics in storage

Call LAKESHORE EQUIPMENT & SUPPLY CO. and ask for BARB.
She’ll take your order or have one of our LESCO Salesmen call on you.

(800) 321-5325

Nationwide

(800) 362-7413

In Ohio

We sell the patented
Chemlawn gun. The
best gun in the

LESC PRODUCTS

Division of Lakeshore Equipment & Supply Co.
300 South Abbe Road, Elyria, Ohio 44036
(216) 323-7544

LESCO Spreader




This slope was cleared
with Roundup-then planted
with a ground cover.

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP.
Roundup® is a registered trademark of Monsanto Company. © Monsanto Company 1983. RUP-SP3-104




““ROUNDUP SAVED ME
ABOUT 6 DAYS

ON THIS RENOVATION.”

“WITH ROUNDUP, I NOT ONLY SAVE TIME, I CAN
ALSO DO ABETTER JOB. BIG JOBS OR SMALL
ONES. EXTENSIVE RENOVATIONS—OR JUST
AN AREA UPGRADE. THE FACT OF THE MATTER
IS, I COULDNT BE AS COMPETITIVE

Carl Schiefer runs an
award-winning landscap-
ing business in Orange
county, California. In
that part of the country
bermudagrass is an ex-
tremely tough perennial
weed problem in lawn and
shrub areas. Carl solves
that problem with
Roundup’herbicide.

“"We spray Roundup,
and 7 days later we can
plant. That's because
Roundup has no residual

Round up was also used for
trimming and edging around

follow-up maintenance.

new plantings, as well as y 9

VERSATILE

WITHOUT ROUNDUP?

CARL SCHIEFER

OF CARL'S LANDSCAPING, INC., LAGUNA HILLS, CALIFORNIA.

soil activity. With con-
ventional methods, we'd
have to spend days dig-
ging up the rhizomes. In
some areas, that means
going down at least 12
inches if you're going to
do an honest job. With
Roundup, we can destroy
the weeds, roots and all.
On this particular site, I
figure [ saved about 6 days
with Roundup’’

When you renovate a
lawn or slope with
Roundup you won't have
to dig, disc or use a sod
cutter. Just apply
Roundup when the old
lawn is actively growing
and at the proper stage of
growth. Then come back 7
or more days later to

o
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EFFECTIVE

power rake, till or slice—
then plant. Your custom-
ers will like Roundup too,
because the work site can
hold up to light foot traffic
during renovation.
Roundup can help
make your workforce
more efficient and your
bidding more competitive.
When you add it all up,
that’s the kind of edge
you need to be successful
today. Just ask Carl.

FOR MORE INFORMA-
TION ABOUT MAKING
LAWN RENOVATION
MORE PROFITABLE
WITH ROUNDUP, CALL
1-800-621-5800 TOLL
FREE. IN ILLINOIS,
CALL 1-800-972-5858.

Monsanto
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There is danger lurking amidst the
idyllic palm trees, serene blue
water and lush greenery of the
Tampa-St. Petersburg area in the
heart of Florida. It's a little bug
called a mole cricket.

The problem manifests itself in
many ways. Driving past a mobile
home village, you might see a
little gray-haired octogenarian
wildly beating at the soil around
her beloved plants with a shovel.
You might ask her what she's
doing.

“At first, I thought they were
little baby birds,” she would
respond. “Then I found out they
were mole crickets. The only way
vou can get rid of them is to beat
their heads with a shovel.”

Mole crickets are consistently
cited as the No. 1 problem in the
Tampa-St. Petersburg area among
lawn care businessmen. But beat-
ing them with a shovel is not the
only way to deal with them. Jack
Arrington of Arrington Grounds
Maintenance, St. Petersburg, has
another way.

“Mole crickets are attracted to
lights,” Arrington says, “and
properties with lots of lights have
the worst problems. To get rid of a
mole cricket, you have to catch it,
place it on a block and smash it
with another block.”

Bob Auer of Tru-Green Lawn
Care, North Clearwater., uses
chemicals to halt the damaging

The

pest. transplanted Cin-
cinnatian says that Tru-Green
uses Oftanol. “It's expensive, but
because it's the best, we use it.”

Mole crickets feed on turf root
systems, tunnelling beneath the
surface and loosening soil so that
adjacent plants die. The insect is
especially damaging in Florida
from late April throughout the
summer.

Paul W. Meyers of Meyers Lawn
Spraying does much of the mole
cricket spraying in St. Petersburg.
“Mole cricket calls are the back-
bone of the company,” Meyers
admits. “This year is the worst
I've seen.” He uses both Dursban
and Oftanol.

LAWN CARE MARKETPLACE

Though competition in this
gulf-coast megalopolis is stiff,
there seems to be enough business
to go around.

“There's as much work here as
anywhere,"” says Glenn J. Davis of
Green Grass Revival, St. Pet-
ersburg. “As hard as vou want to
work, there’s a dollar to be earned.
You can make $100 a day just cut-
ting lawns, if that's the size you
want to stay.”

Mindy Baker of Trim-Cut,
Tampa, adds, “There's plenty of
business for everyone down here.
There could be 10 major, major
lawn care companies, and nobody
would feel the effects. But there’s
a lot of rattail outfits.”

One of the biggest businesses in
the area belongs to K.C. Fisher,
who considers his Landcare In-
dustries the bay area’s lawn ser-
vice pioneer.

“The biggest problems around
here are professionalism and get-
ting quality people,” Fisher as-
serts. “If you know what to do,
and if you have the right people,
then you don't have problems.

“There is something wrong
around here. This area lacks
professionalism, and customers
are demanding professionalism.”

Arrington, whose company is
the largest in St. Pete, agrees.
“We've got more customers look-
ing for those who are totally




('

\.g;gl(r e

. LANDCARE
;«—.‘TNDU%TE_- S
' INC

honest and sincere and pro-
fessional. As a matter of fact,
they're demanding it.

“l get upset at people bidding
jobs who make extreme errors in
judgment on what a property
should be bid at, because it affects
the industry as whole. They end
up not doing their job properly,
and the industry ends up leaving
money on the table.”

It’s well-known that climate is
the No. 1 attraction of this central
Florida resort area. Yet the warm
weather is also attractive to a
variety of weeds and diseases.

‘Touchy situation’

“Weed control is a real touchy
situation down here,” Auer notes.
“Up north, you can just mix
everything together; but here you
can't really use the same weed
control, because you have a mix-
ture of grasses that forces a
double-application problem.
You've got to spray once, then go
in and hand-spray.

“l wish we could sell our
program without weed control,
but people want it.”

“I get the biggest kick,” Ar-
rington adds, “out of people from
other parts of the country telling
me their problems. It's much
easier for a Florida contractor to
go north than for someone to
come to Florida and do landscape
contracting. I could go north and
do their jobs, but they couldn't
come here. On the other hand, I
don’t know how to winterize
plants.”

And then there’s the sand.

“Sand tears up everything,”
says Davis. “My Grasshopper has
a dozen bearings right in the front
deck that have to be lubricated
regularly. And when I'm on a job,
my teeth get covered with dirt —a

Two of the biggest operators in
the Tampa-St. Petersburg
market are shown above an
left. Top is Jack Arrington of
Arrington Grounds Main-
tenance, St. Petersburg, with
his all-aluminum truck body.
Left is K.C. Fisher of Landcare
Industries, Tampa, outside his
office building.

film of crud, like sandpaper
almost.

“They say a mower will last an
average of five years longer up
north than down here, because of
the heat and sand. I change oil
every 10-12 hours of use, grease
and check blades and oil on the
machines every day and clean
filters every 8-10 running hours.

“When you have accounts 20 to
25 miles away, even a minor
breakdown can blow half a day.”

Steve Storv of Icon Pest Control,
Tampa, has another problem with
the sand — this from the chemical
lawn care professional's point of
view.

“The main problem is the sandy
soil leaching out nutrients,” Story
observes. “Iron is the one that
leaches out the quickest, espe-
cially during the rainy season. So
we use a 16-4-8 mixture with iron
and micro-nutrients and sup-
plements twice a year for an
economical price.”

Mechanics needed

Arrington keeps four full-time
mechanics on his staff.

“It's because of the fast rate of
growth of grasses and foliage, and
because we're running machines
in wet weather, yvear-round, and
because of the sand,” he observes.
“We have bahiagrass that'll grow
one foot in seven days during the
intense growing season. They just
don’t build equipment for Florida
conditions. By August, even with
our preventative maintenance
program, we've got tremendous
equipment problems."

If there exists a parallel between
this area of the country and other
parts, it is in dealing with cus-
tomer complaints.

“Our biggest problem is making

o page 18

Florida notebook

By Jerry Roche

A spring trip to the Tampa-St. Petersburg area did not turn out
quite as expected. Though magazine editors seldom have any
time for such frivolities as basking in the warm Florida sun on
a Gulf Coast beach, neither do they expect to have to wear
winter jackets and dodge raindrops for an entire week.

Despite the weather, Florida was an interesting place to
visit, judging by people in the lawn care industry. Each had a
story to tell, like Mindy Baker of Trim-Cut, Tampa, who used
her MasterCard to start the business:

“We (husband Tom is the field supervisor, a former
technician in NASA's space shuttle program) bought equip-
ment on a $50,000 MasterCard credit line.”” Baker remembers
with a smile on her face. *“Four months later, the bank called
to tell us that the credit line was a computer error. But they
were real nice and loaned us the money — more than $10,000.

“The bank president’s condominiums are now an account,
and money is no problem.

“We're going to frame our MasterCard statement. Our
children will someday marvel at that story.”

Advertising experiences

Paul W. Meyers of Meyers Lawn Spraving, St. Petersburg,
sat in an office cluttered with many, many public com-
mendation certificates he has received over the years for his
involvement in community affairs, He took time to reveal his
first experiences with advertising.

“l spent $550 a month advertising in the Yellow Pages
when I started, and it really paid off,” Meyers said. “I also
used to knock doors from sun-up to sun-down on Saturdays
and Sundays. You have to do those things if you want to be
successful. And at one time, we also used decal handouts
which we're still getting responses from — many years later.”

Meyers now handles an average of 100 accounts per month.

Icon Pest Control, Tampa, of which Steve Story is a division
manager, just changed its name from Pete & Ron's Tree
Service.

“The whole reason for going to Icon is expansion. We've
been working on this idea for over a year now,"” Story said.
“We care for about 250-300 lawns every two months.
Residentials are our bread-and-butter, but we're looking to
expand to commercial accounts soon.”

Expansion just a dream

While Icon has just expanded, such a move is still a dream
for Glenn J. Davis of Green Grass Revival, St. Pete.

“l plan on stepping out of the production line of the
company,” he noted. “I don't plan on pushing a mower when
I'm 30, in another three or four years.

“Now, I don't have enough time to drum up more business,
and I'm having problems growing because I don’t have a
bankroll behind me.

“Success doesn't come overnight, but I can see the light at
the end of the tunnel, and that’s what keeps me going.”

K.C. Fisher of Landcare Industries, Tampa, can talk your ear
off on any of a variety of lawn care subjects. He keeps
up-to-date on industry trends with a membership in the
Associated Landscape Contractors of America (ALCA), and
his favorite topics were routing and conversion to propane.

“We can charge a lot less because we don’t use as many
man-hours with our routing system,'"” Fisher said. “When
scheduling doesn't flow right, why force it to flow right?

“We have one crew for each of the jobs on a contract. We
send one crew out for trimming, one for mowing, and so on;
instead of one crew doing everything on a job.”

Fisher said that he has been very happy with this
arrangement, as he has been happy with conversion to
propane power.

“The people in ALCA are very negative aboul propane,
though,” Fisher admitted. “Maybe it's fear of the unknown.
But we're saving money and we don’t have any theft (of fuel)
problems. Anybody who says they have a handle on gas
control is ridiculous.”

Jack Arrington of Arrington Grounds Maintenance, St.
Petersburg, is just happy to be in business.

“I think it's wonderful that we can work with living
things,” Arrington said, “It really gets me sometimes that
people in our industry never look at that. Too many people
don’t realize what they're working with here.”

Arrington gathers his employees together every morning.

to page 18
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Equipment expensive

Maintenance

means money

By Joseph Whalen

Lawn care today requires soph-
isticated and expensive equip-
ment. A $500 price tag on a walk-
behind mower is becoming com-
mon, and many types of
commercial mowing equipment
carry price tags in the thousands
of dollars. A replacement gasoline
engine can cost as much as
$1,500, and diesel engines are
even more.

The key, then, to getting your
money’s worth — and more — out
of the engines on this equipment
is maintenance.

There are three major causes of
engine failures which can be
avoided with relatively simple
maintance: heat, dirt, and im-
proper adjustment. Because the
last of these is the easiest to deal
with, let’s consider that first.

Use manuals

Engine manufacturers provide
owner’s manuals which cover
some adjustment procedures, and
they also make available more de-
tailed service and repair instruc-
tions which are available through
Authorized Engine Service Deal-
ers and Distributors who are listed
in the Yellow Pages under
“Engines-Gasoline.” Such man-
uals will provide detailed instruc-
tions on carburetor adjustment to
assure quick starts and smooth
operation and fuel efficiency.

Hard starting when hot or even
an after-shutoff backfire could be
the result of an improperly ad-
justed idle stop on the carburetor.
Engine failure from overspeeding
can result from a misadjusted
governor. All such adjustment
procedures are covered in the ser-
vice and repair instructions.

These manuals will also provide
instructions for more complex in-
ternal repairs to the engine.

When making these repairs, it is
critical to pay careful attention to
the torque applied to the various
fasteners. In fact, there are three
parts of the air-cooled engine
where use of the torque wrench is
absolutely critical: the flywheel
nut or starter clutch, the cylinder
head, and the connecting rod
bolts.

When reinstalling the flywheel
after replacing breaker points or
performing other service to an air-
cooled engine, clean the tapers of
the flywheel and the crankshaft.
The mating of these tapers keeps
the flywheel in place, and the
only way to be sure that the tapers
are mated properly is to use a tor-
que wrench and tighten the fly-
wheel nut to the torque specified
in the repair instruction.

Most people have a tendency to
undertighten fasteners. A fly-
wheel that is loose will vibrate
and crack, or at least cause the
flywheel key to shear. On the
other hand, an overly tightened

Improperly maintained cleaner element

Scoring from dirt inside engine

flywheel can split. By the way,
when removing a flywheel, use an
appropriate flywheel puller.

Connecting rod bolts must also
be tightened to a specified torque.
The bearing surface in the con-
necting rod is machined with the
connecting rod bolts tightened to
specification. Loose or overly
tightened connecting rod bolts
provide an uneven bearing sur-
face and the resultant friction
causes terrific heat build-up
which leads to rod failure. Fre-
quently, such failure will result in
the need to replace a short block
or the entire engine. Big dollars
are involved in these repairs.

Stagger sequence

Cylinder head bolts must also
be properly torqued. Stagger the
tightening sequence according to
the pattern in the service and re-
pair manual, and it’s always a
good idea to tighten in 50 inch-
pound increments. Improper
tightening can result in blown
head gaskets and/or a warped cy-
linder head which will in turn
bring about hard starting and a se-

vere power loss.

Removal of the cylinder head is
an important part of routine main-
tenance for it enables a mechanic
to remove combustion deposits
from the cylinder head, piston,
and valves. Excess combustion
deposits can cause rough running
and overheating from pre-
ignition. This is particularly true
if the engine is run at a constant
speed for long periods of time.
Combustion deposits should be
removed after approximately 250
hours of operation. Use a wooden
or plastic scraper to avoid damage
to the sealing surfaces and also
use a new and genuine replac-
ement head gasket when re-
installing the cylinder head.

Combustion deposits can affix
themselves to valve seats or valve
faces, making for hard starts and
robbing power. Valves held open
by combustion deposits will also
burn prematurely. Burned valves
should be replaced; when replac-
ing valves, make sure that the
clearance between the valve stem
and tappet is set to manufacturer’s
specification.

Second cause

The second major cause of en-
gine failure is dirt. Air-cooled en-
gines consume about 10,000 gal-
lons of air for each gallon of fuel
they burn. If that air is not prop-
erly cleaned, it introduces abra-
sive dirt into the engine. The air
cleaner must be intact and the
element must be kept clean. A
good way to check a paper ele-
ment air cleaner is to put a light
bulb inside it. A paper element
that is too dirty to let light pass
won't let air pass, either. This in-
spection will also reveal holes in
the element. Once an air cleaner




element has a hole in it, that hole
becomes the path of least resist-
ance and all the required air and
the dirt that is in that air will enter
the engine through that hole.

Air cleaner elements are often
damaged by persons using jack-
knives, putty knives, or keys as
cleaning tools. Some people use
compressed air to clean elements.
In doing so, they are likely to blow
a hole in the air cleaner. To prop-
erly clean a paper element air
cleaner, tap it on a hard surface. If
it cannot be cleaned by that
means, replace it with a genuine
replacement part supplied by the
engine manufacturer.

Tight seal

It is critical that there be a tight
seal between the air cleaner ele-
ment and its cover and backing
plate. We have repeated reports of
non-genuine “‘will-fit"" air cleaner
elements (which are too big and
are crushed in the air cleaner as-
sembly) or too small (permitting
air and dirt to pass around the fil-
ter element). The use of such parts
will lead to premature failure of
the engine and, of course, voids
the engine warranty. If the air
cleaner backing plate or cover be-
comes damaged, it also must be
replaced to ensure an air filtration
system that is free of leaks.

0Oil bath air cleaners have, by
and large, been replaced by oil-
soaked foam air cleaners. To ser-
vice the foam-type air cleaner,
remove it from the engine and
wash thoroughly in detergent and
water. Rinse the element and then
squeeze it dry, then dry the ele-
ment more with a paper towel.
Place a generous quantity of oil on
the element and squeeze it to dis-
tribute the oil and squeeze out any
excess. Replace the element on
the engine.

We do not recommend washing
oil foam elements in solvent be-
cause solvent left in the element
will dilute the oil added to it and
permit the oil to be drawn into the
engine and burned. A dry element
permits dirt to pass through it.

Engine manufacturers have
been offering double air cleaners
consisting of a paper element sur-
rounded by an oil-soaked foam
precleaner. These are particularly
effective.

What to check

When servicing air cleaner ele-
ments, check the air cleaner and
carburetor mounting to be sure
that gaskets are not broken or
missing which would permit un-
filtered air to enter the engine.
Also, unfiltered air can get into
the carburetor through broken tu-
bes or elbows from an internally-
vented breather.

Another way dirt gets into the
engine is through the oil fill open-
ing. Before opening the crankcase
plug or removing the dipstick,
wipe away any accumulated dirt
and grass clippings from the oil
fill area. It is generally a good
practice to keep the external sur-
faces of the engine clean. Once in-
side the engine, dirt causes wear
to all engine surfaces such as pis-
tons, rings, cvlinder bores, and
bearings, and necessary repairs

Circle No. 111 on Reader Inquiry Card —

are time
expensive.
Heat is another major cause of
engine failure. There are two pri-
mary sources of heat in the air-
cooled engine: heat from friction
and heat from combustion. To
minimize heat from friction, keep
an adequate supply of a quality oil
at the proper viscosity in the en-
gine at all times. To assure the
proper level of oil, check the dip-
stick or the oil fill before each use
and every five hours thereafter.
Qil appropriate for use in air-
cooled gasoline engines should be
rated SC, SD, SE, SF, or MS. QOil
viscosity is also important. For
summer use, SAE 30 weight oil is
recommended. For temperatures
below 32 degrees, use 5W20 or
5W30 oil. Insufficient oil results

consuming and

in severe heat build up, scoring,
and breakage. Also, too much oil
can cause an engine to overheat.
Oil additives are not recom-
mended for use in air-cooled
engines.

Air-cooled engines have to be
kept cool. Cooling air enters the
engine through the grass screen
over the flywheel. That screen
and any air intake leading to the
screen must be kept open. Also
the cooling fins on the cylinder
and cylinder head must be kept
clear of grass clippings and other
debris. Such material will in-
sulate the cylinder head causing
overheating, and on engines
equipped with an air vane gov-
ernor, blockage of the air flow past
the governor vane will cause the
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Joseph Whalen is Manager of
Technical Services at Wisconsin
Magneto, Inc., a distributor of =
gasoline and diesel engines, en- e

gine parts and equipment parts.
He conducts training seminars on
engine repairs and serves as a
consultant on technical service
and warranty problems,
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MIGHTY.
SMALL.

Heat up your business this year
with small engine spark plugs from
the world's leader in advanced spark
plug technology—Nippondenso.

These ND plugs are made to fit all
the major small engine applications:
tractors, chain saws, tillers, leaf blow-
ers, lawn mowers and more. Yet they
have all the terrific features of the
larger ND automotive and motorcycle
plugs—the same spark plugs which
come as Standard Factory-Installed
Equipment in millions of Toyota,
Honda, Mazda, Subaru and Mitsubishi
cars, and Honda, Yamaha, Kawasaki

and Suzuki motorcycles.

And there's another feature guar-
anteed to make them one of the most
popular items in your inventory: some
of the best pricing programs in the
business! In addition, you'll benefit
from an aggressive, high-profile
national advertising campaign
designed to maximize consumer
awareness and demand.

So if small engines are a big part
of your business, call your Distributor*
today—and get the spark you need to
heat up your profits this summer.

SPARK PLUGS,

The Fastest Growing Spark Plug
in America.

*If your Distributor is out of ND plugs. call us toli-free at
y alifornia, al B00-421-6821. Ask for
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Because of a good response
from the newsletter, the Dough-
ertys are considering adding lawn
care weed and disease control
divisions to the nursery.

“We are looking to make the
business a year-long commitment
and this (lawn care) would dove-
tail nicely into our current busi-
ness,”’ she said.

A further example of a working
husband-and-wife team is Super
Green Lawn Service in Warren,
Ohio, where Marti Mock is vice-
president. Mock, whose husband
Ken started the six-year-old busi-
ness because he was ‘“‘dissatisfied
sitting behind a desk,” says the
business has evolved steadily
despite some of the inherent
hardships of working as a
husband-and-wife partnership.

Late hours

“I don’t want to paint too rosy a
picture,” she said. “The wife has
to be prepared to not see much of
her husband during the peak
seasons. It’s not like a nine-to-five
job. A lot of the time, he’s out
until 9:30 at night, and that can
get pretty lonesome sometimes.”

However, the company has
grown recently with the addition
of a new truck and one part-time
and two full-time employees dur-
ing the peak season. Mock said, in
addition, that Super Green is
considering the addition of a
computer system for billing and
receiving, and has planned to
expand its business site to house
company inventory.

Although she does not draw a
salary, Mock said they had con-
sidered one for tax purposes. Her
duties include getting mailings
ready for the start of the spring
season — including promotional
material and brochures — and
answering the telephones.

That may not be the most
glamorous side of the business,
but Mock said her efforts have to
be coordinated with her hus-
band’s in order to be successful. “I
guess I'm old-fashioned,” she
said, “but I feel the wife should go
with whatever her husband wants
her to.

“You have to give him support.
He always consults me, but I
rarely discourage him.”

Another dedicated business
wife is Cathy Juntgen, a majority
stockholder along with her hus-
band in Emerald Green, Fort
Wayne, Ind.

Juntgen said she handles all the
office duties, including billing
and receiving, answering the
phones and routing the crews.
Being married, she said, works to
the company’s advantage because
“nothing falls in the cracks and
everything gets done.”

Wise advice

Her parents gave her some wise
business advice — when you have
your own business, it owns you;
you don’t own it — which she has
followed.

“I learned from them that it
would take a lot of work,” Juntgen
admits. “I'm not making as much
as when I worked somewhere
else, but in order to make a go of

Sacrifices key to
women’s success

it, yvou have to make the
sacrifice.”

Some of the drawbacks to
starting a family-run business,
Juntgen said, are more than just
financial. The company cannot,
for instance, afford to purchase
life insurance like larger more
profitable companies. However,
they are investigating the possi-
bility of office computerization,
which, she said, she has not had
time to pursue otherwise.

But both she and her husband
follow through together on all
decisions concerning marketing
and advertising, which she finds
highly gratifying. Juntgen also
says that since the Fort Wayne
economy is on the upswing, five
years from now Emerald Green
“will be all set.”

If Mock, Dougherty and Juntgen
represent the most typical exam-
ples of women entering the lawn
care industry, Sandy Nelson,
president and general manager of
Liqui-Lawn, Niles, Mich., is one
of the few women who do abso-
lutely everything, from hiring and
firing to personnel and pur-
chasing to the formulation of
chemicals and marketing.

years of sacrifice.”

In addition to building her own
spray equipment (‘‘the most frus-
trating part of the business”),
Nelson said that it has been most
satisfying to consult with other
lawn care companies. She has
been successful in helping other
companies plan the conversion
from liquid to dry fertilizer.

Such diversity has helped
Liqui-Lawn over the recent
national economic adversity.
“There’s a lot of competition in
the area,” she noted, ‘“but we're
starting to see an improvement in
the overall business.”

Nelson also said that earning
the respect of people in a field
dominated by men was necessary
before the company was suc-
cessful — “but I haven’t found it
too hard. My best advice is to
learn the business.”

Deanna Walker and Pam Craig
are partners in Mere Women
Landscaping, Bellingham, Wash.,
a business with one of the most
unique names in the industry.

“We named it thinking it would
be attractive to business,” Walker
said. “And it has been.”

The two partners work eight-

Juntgen

Nelson

Style

A banker 13 years ago, Nelson
said she bought a majority interest
in Liqui-Lawn after taking a
second job in the chemicals and
fertilizer field when her banker’s
wages proved inadequate. After-
ward, she found she “couldn’t go
back to working for a major
company,” as the rewards of
being independent were far more
satisfying.

Nelson also has ownership with
Liqui-Lawn stockholder Roger
Freske in a fertilizer wholesale
business, and in a small company
for the transport of the fertilizer.

Nelson’s philosophy on women
in the field is summed up in the
simple adage that “whatever you
give eventually comes back to
you.” She said that if the lawn
care business person ‘‘goes all
out” for the customer, it can
return in the form of industry
respect and solid growth.

“A lot of people think that this
is a get-rich-quick business,” she
said. “But it takes hard work and

hour days and split admin-
istrative work on the contracts.
They have been in business for six
years, and have found that sex
basically has no bearing on their
effectiveness.

“Our sex doesn’t enter into the
business, other than people think-
ing it’s unique that two women
could be so successful in lawn
care,” Walker said. “The other
unique thing about Mere Women
Landscaping is that we both still
spend a lot of time making sure
the quality standards of our
workmanship are high.”

Two of the crew super-
intendents at Mere Women are
female.

Like Nelson, Walker and Craig,
Melanie Sawka of Reinhold Land-
scaping, Flat Rock, Mich., has
total control over the operation of
the business. She is president of
Reinhold, the company founded
by her father about 50 years ago.

Being a woman in the field, she
said, is an advantage ‘‘because

people remember you quickly.”
She has also been asked by other
companies if women salespeople
are too much of a risk.

“I tell them that women are a
definite asset to the company’s
sales force. I primarily sell to men
as the purchasing agent and
manager,”’” she said. “I think
women entering the business are
going to be doubted at first, so
they have to be prepared to
handle that.

“But women definitely have the
advantage over men in sales-
manship. And my employees
have no difficulty remembering
who the boss is.”

Sawka’s advice to those who
may be hesitant about entering a
male dominated field is to get a
solid background in the mechan-
ics of doing business and in the
science of the product itself.

Working up

Though women owners are the
exception rather than the rule, a
growing number have worked up
through the ranks. One is Pat
Style, executive manager of Key-
stone Lawn Spray, Wayne, Pa.

Style said she doesn’t consider
the business as exclusively a
man’s world. “The bottom line is
profit,”” she said. ‘“You cannot
separate the two.”

Style started as an office man-
ager, then developed various ad-
vertising and marketing cam-
paigns for Keystone Construction
Services’ lawn spray division. As
executive manager, she hires
headquarters staff (approximately
40 persons) and coordinates com-
pany planning and advertising.
Her next goal is to become in-
volved in the technical side of the
business.

This business, the women all
agree, is not particularly lucrative
at the outset. Juntgen summed it
up by advising other women
entering the field to “be ready for
second and third mortgages, and
for giving up vacations. It's the
kids first, the business second and
we're last.

“But if you want it badly
enough, you can do it,” she said.

“All in all, it is satisfying to
have a business of your own,”
noted Mock. “and not to have to
answer to anybody.” However,
she added, women have to be
prepared to very limited mobility
as the business requires prac-
tically all of one’s time.

“My advice for couples getting
involved in the business,” said
Dougherty, “is to try to plan as
much as you can before you get
into it. There are rewards, but you
have to be adventurous to take the
steps to make it work. You can’t
be too cautious.”

It pays off

While none of the women
interviewed painted a particularly
rosy picture, all have said that the
early investment of time and
money will pay off in inde-
pendence and security over the
long run.

They have each learned in their
own way that no field is closed to
people whose hard work is
appreciated.




In near future

Water could be problem

He has said it before, and he's
saying it again: “I certainly think
that water is the No. 1 problem
facing the turfgrass industry in the
next several decades.”

The person quoted? None other
than Dr. James Beard of Texas
A&M University's Department of
Soil and Crop Sciences, one of the
foremost authorities in the coun-
try, and author of five books in the
last 10 years.

“We could save 25 percent of
the water we are now using, just
by doing what we already know
should be done,” says Beard,
citing a real need for research into
water-saving devices which can

be implemented by the entire
industry, including lawn care
professionals. “Our goal in re-

search, when combined with ex-
isting knowledge, is to save 50
percent of the water we now use.”
Future projections, particularly
for urban areas, Dr. Beard further
notes, indicate that less water —
perhaps in lower quality — will
be available to the turfgrass indus-
try. In some more arid areas, Dr.
Beard claims, the turfgrass man-
ager may be forced to cease
irrigation of certain areas.

Possible solution

A possible solution might be
increasing the amount of water
actually absorbed by a plant for
metabolic-growth processes.
Under normal circumstances,
only one to three percent of the
water absorbed is actually used,
and the rest is lost by tran-
spiration and evaporation. Most
turfgrasses across the country,
Beard notes, use between one-
tenth and three-tenths of an inch
of water per day, though in some
cases a grass will need as much as
a half-inch of water per day.

Two means of physically alter-
ing turfgrass so that it requires
less water are through anti-
transpirants and through growth
inhibitors.

Anti-transpirants reduce the
rate of water loss through stomatal
openings in leaves. There has
been some success with coatings
sprayed on the leaves in the case
of transplanted ornamental
plants, but such plastic and wax
coating materials haven’t proven
effective on turfgrasses because
the period of effectiveness is

short-lived due to
mowings.

Growth inhibitors, however, are
another story.

“We have had a breakthrough
which led us into preliminary
research in the use of growth
inhibitors which have proven to
result in a 30 percent reduction in
water use,” Beard says. “And |
think that, in the next five to 10
years, you'll also see the further
development of root growth
enhancers.”

Of special interest to lawn care

frequent

professionals is the effect their
work has on turfgrass water use
rate. For instance, some pre-
emergence herbicides have vary-
ing degrees of toxicity to turfgrass
roots, and excessive nitrogen ap-
plications also create a car-
bohydrate deficit that can Kkill
roots, forcing an increase in water
use rate.

Cultural practices which mini-
mize the rooting depth will also
prohibit the turf from drawing
moisture from a greater portion of
the soil profile and thus hasten

Dr. James
Beard

the onset of drought stress, Beard
says.

“For the lawn care professional,
the key is the judicious use of
chemicals, only as needed to
solve a problem and no more,”
Beard concludes. “Lawn care
professionals should be knowl-
edgable about the problem and
their possible solutions and get
educated in this area.”
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COVERAGE from page 1

papers across the country, in-
cluding the Cleveland Plain
Dealer and the Fort Worth Star-

Telegram.

Mary Battiata took the
nurseryman’s slant in a story
called “Weekend Infantry Opens

Annual Battle,” which appeared
in the April 18th Washington
Post.

Yet another story appeared in
USA Today, the Gannett Com-
pany’s national daily newspaper.

REBEL

* dense turf-type fescue

® 30% finer than Kentucky 31

* shade tolerant

® dense growth allows closer

cutting

attractive green color

e drought and disease
tolerance

FALCON

¢ performs well in warm
climates

* improved resistance to
brown patch and net bloch
diseases

* improved green color

¢ fine texture gives uniform
turf appearance

¢ superior drought tolerance

e strong turf-type
characteristics

Now there 1s REBEL/FALCON
BLEND for the lawncare
professional, the ultimate in fine leaf
tall fescue seed mixes. This is the
blend you told us you wanted

With REBEL/FALCON BLEND we
have combined the genetic diversity
of the top two performing tall
fescues, assuring you of a more
disease resistant, uniform and
attractive lawn

Demand has always exceeded
supply for these two nationally

Now the best features of the hottest names in grass seed have been blended to give you,
the lawncare professional, an even greater turf-type grass. REBEL/FALCON has

popular seeds. Order now to insure
delivery in time for the peak of your
planting and growing seasons

Don’t Delay, Call:

JOE O'DONNELL

Sunbelt Seed Company, inc.
2055 Tucker Industrial Road
Tucker, GA 30084

(404) 491-1311

Outside Georgia (800) 241-9451

Alsodistributors of centipede, bluegrasses, CLEMFINE tall fescue, sportmixes, wildliower, Marvelgreen perennial rye blends and other fine seeds for
\ lawncare professionals, athletic hield managers. golf course superntendents and homeowners
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For 20 years, Oscar Benson
has been winning the ap-
proval of colleagues in the
agricultural chemical adver-
tising industry. His ad cam-
paigns for Mobay Chemical
Corp. are among the most-
honored in the industry.

But April 1, Benson closed
his successful career in ad-
vertising, in favor of a new
one — his first love, farming.

Always the gentleman,
Benson has been held in the
highest regard by the adver-
tising agencies that have

been associated with him.

“Oscar takes the Socratic
approach,” says Dave Jew-
ell, account supervisor with
Barickman Advertising,
agency for Mobay Specialty
Products. ‘“He demands
good work. He’s not a push-
over. Yet, he never loses his
temper. He always asks the
right questions in the right
way. The result: people will
go miles out of their way to
do their best work for Oscar
and Mobay.

‘“‘He will be missed.”

y Model T-7
Multi-Purpose
SPREADER

14
YWarnreund 17 SPREADER

the

Tough enough ... to handle your
most demanding jobs! No other
broadcast spreader incorporates
such rugged construction
features as does the famous T-7.
For example: the heart of any
spreader is its drive mechanism.
Our exclusive worm gear direct
drive system is fully enclosed
in a heavy duty metal casing to

prevent annoying jams and assure years of smooth,

trouble-free operation.

In addition, the T-7 features a virtually unbreakable
polyethylene base and canister. All interior exposed
parts are made of corrosion resistant stainless steel.
And, the T-7 utilizes such ‘‘human engineered’’
features as a lightweight, compact, body-contoured
design, see through safety lid, to prevent your breath-
ing in harmful fumes of dust from the canister, and a
precision calibrated top-mounted fingertip flow control

knob.

The result: One tough spreader that’s efficient, safe

and easy-to-use!

Warnrnend

SEED-SPECIAL PRODUCTS DIVISION

P.O. Box 459

Suisun City, Ca. 94585
(707) 422-5100
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Retired golf course super-
intendent Warren Bidwell has
joined the Tee-2-Green Cor-
poration, marketer of Penncross
and Penneagle bentgrass seed, as a
speaker and guest lecturer. Bid-
well has given speeches all over
the world. To contact Bidwell
about speaking, call Tee-2-Green
at (800) 547-0255.

Larry D. Meyers has been
named vice-president for legis-
lative affairs and Diane Bateman
has been chosen as his assistant
by The Fertilizer Institute. A
native of Texas, Meyers received
his bachelor’s degree in business/
marketing in 1971 from Texas
Tech University. Bateman most
recently served as administrative
assistant to Sen. Lowell P. Wei-
cker (R-Conn.).

John Schwarz of Addison, Ill.
has been elected president of the
Illinois Landscape Contractors
Association. George Koziarz of
Glenview is executive vice-
president, John Hendrickson of
Wheeling is vice-president, and
Kenneth Gallt of Lombard is trea-
surer. Chairman of the Board is
Chuck Carren of Northbrook and
sergeant-at-arms is Bill Davids of
Blue Island. Directors are Bill
Muehlenbeck, Roger Lemke, Tom
Trayser, Andy Galatte, Gene
Rausch, Larry Studer and Ted
Tecza.

Gary W. Weems of Hydro-
Plant, Inc. has been named 1984
chairman of the National Land-
scape Industry Show. The show is
April 28-29 in Anaheim, Calif.

David Park has been appointed
design engineer for Dixon Indus-
tries, Inc., manufacturer of Dixon
Zero Turning Radius riding mow-

Gary Weems

s

David Park

ers. Parks graduated from the
University of Missouri at Rolla
with a bachelor’s degree in me-
chanical engineering in 1979.

Dr. Gary W. Moorman has
joined the Department of Plant
Pathology of the Pennsylvania
State University. Dr. Moorman
has received degrees from the
University of Maine, the Univer-
sity of Vermont and North Car-
olina State.

When the Michigan Turfgrass
Foundation had its conference in
Lansing this spring, Clem Wolf-
rom was given the Meritorious
Service Award by Past President
Jim Timmerman. Other award-
winners were: Ray Hearn of St.
Clair Shores, Burt Bradshaw Out-
standing four-year turf major stu-
dent; Kurt Galisdorfer of Racine,
Wisc. and Michael Kositke of Ap-
pleton, Wisc., Norman W. Kramer
Outstanding Scholar awards; Lee
Berndt of Sherpherd and David
Hollens of Lake Orion, TUCO
scholarships.

Kent G. Kepner has been ap-
pointed chief test engineer for
Jacobsen Division of Textron, Inc.
Kepner will be responsible for es-
tablishing testing and evaluation
programs for Jacobsen prototypes
and components.

James Donohue

Kent Kepner

James Donohue has been
named regional sales manager for
the Midwest region of Flymo, Inc.,
a maker of gas and electric air-
cushioned mowers and an electric
cultivator. Donohue joins Flymo
following sales positions with
Lawn Boy and C.J. Hech lawn
equipment distributor.

Van Fossen keynoter

from page 1

anapolis Convention Center,
according to committee chairman
John Kenney of Turf Doctor, Fra-
mingham, Mass.

Van Fossen joined ChemLawn in
October, 1974, when the company
was grossing just $15 million per
year. In the 10 years since, Chem-
Lawn has grown to a $184 billion
business and is the prototype for
many chemical lawn care com-
panies.

Van Fossen holds degrees from
the University of Cincinnati and
Ohio State University. Before he
joined ChemLawn, he practiced
law for 10 years in the Columbus,
Ohio, area.

He is expected to talk about hu-
man relations and personnel prac-
tices in the lawn care industry.

Last year’s keynote speaker was
former Secretary of Agriculture
Earl Butz, who drew a packed
house.




Business booms
in our industry

from page 1

used Oftanol for its late May
application to try and pick up
some grub and sod webworm
control. “I think this might have
tripped a few people our way,” he
says.

“I think the business will be
there,” predicts Bill Shearman of
Chem-Trol in Florida, N.Y. “We’ll
probably start off on the slow side
and pick up in the fall. Tight
money has been a factor, but I'm
expecting it to loosen up by
summer or early fall.”

Shearman said that business
last year wasn't what he had
originally expected, the same
problem newcomer John Hau-
brich of Grounds Care in Love-
land, Ohio, is experiencing this
year.

Slow start

“We're getting off to a little
slower start than I had planned
saleswise,” Haubrich says.“We're
anticipating a 30 to 50 percent
growth, but you've got to remem-
ber that we didn’t get started in
business until March of last year.

“We’ve gotten very good ac-
ceptance. Cincinnati’s been very
weak in landscape maintenance,
but now we've got last year’s base

to build on.”

Thomas Mauer of Mountain
View Lawn Care in Holyoke,
Mass. and Duane Saxton of Liqui-
Lawn Corp. in Lewiston, Maine,
both had good increases in busi-
ness last year, as the lawn care
industry proved that it is here to
stay — despite the recession.

“We've had pretty steady
growth,” says Mauer, “including
doing fairly well last year. The
latter part of last year was par-
ticularly good, but that’s when we
really push to pick up customers.
We grew probably 15 percent last
year.

“We've got some new com-
petitors, but they're all good
companies. I think there’s plenty
of jobs out there for everyone, and
we look for steady growth again
this year.”

Saxton’s company has gone
from four applications in 1982 to
five in 1983, a trend among some
lawn care businesses.

“Soil tests indicate the need for
sulphur, and our fifth application
will be sulphur,” Saxton reveals.
“It is not optional: it comes with
the service. I believe the majority
of the people — if I've presented
myself as a competent pro-
fessional — will not argue with

TOOLS TIPS TECHNIQUES

me as to the benefits of adding
sulphur.

“As for business, I'm opti-
mistic, basically because of last
year, which was a good year for
us. And I don’t visualize being
any worse this year.”

Drew Tomlinson of Lawnscape
in Petersburg, Pa. and Ross Flood
of Tierra Vista in Tulsa, Okla.
have experienced incredible
growth lately.

“We have grown 100 percent
each of the three years we’ve been
in business,” Tomlinson says.
“Our outlook continues to be
good, though I don’t expect our
growth to equal that of the last few
years.”’

New branch

Flood’s company has opened a
new branch in Oklahoma City. At

the time of his interview, Tierra
Vista had topped all of its pro-
jected sales before even starting
the annual “spring sell.”

“We also just completed a
half-million-dollar maintenance
facility in Tulsa that we're pretty
proud of,” Flood says. “It's got
everything, including a soil test-
ing lab.”

Last year, the lawn care indus-
try grew 23 percent, according to
this magazine's ‘‘State of the
Industry” report. No one quite
knows what 1983 will hold, but
the astute lawn care businessman
stands a better chance than his
counterparts in other industries of
continued growth.

Like Tomlinson says: “People
who are interested in their lawns
looking nice will always put that
money aside.”

Then let us kno.

This publication will be mailed only to your current business
address. Please indicate changes and return this coupon to

cover to avoid duplication. Thank you.

Send to:
LAWN CARE INDUSTRY

HARCOURT BRACE JOVANOVICH PUBLICATIONS

Subscription Dept.

1 East First Street, Duluth, MN 55802

Signature
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Fungicide timetable

When is the correct time to apply fungicides? According to
the New York Turfgrass Association’s April, 1983 news-
letter, here are general guidelines:

LEAF SPOT — Preventive: during extended periods of
moist, cool weather. Curative: as soon as leaf spots appear.

DOLLAR SPOT — Preventive: during periods of warm
(70-80 degrees) weather and high humidity and low soil
moisture. Curative: as soon as leaf symptoms appear.

BROWN PATCH — Preventive: during extended periods
of high temperature (80-85 degrees) and high humidity that
leaves dew on the leaf blades. Curative: as soon as patch
symptoms appear.

PYTHIUM BLIGHT — Preventive: during periods of hot
weather (85-95 degrees) and high moisture conditions.
Curative: usually too late once symptoms appear.

FUSARIUM BLIGHT — Preventive: treatment must begin
early in summer in areas most susceptible. Curative: usually
not effective.

SMUTS — Preventive: late fall or early spring. Curative:
usually not effective.

RUSTS — Preventive: late fall or early spring. Curative: as
soon as rust appears.

MILDEW — Preventive: during cloudy, cool, humid
periods. Curative: whenever mildew appears.

SNOW MOLD — Preventive: before first lasting snows
with reapplication during mid-winter thaw. Curative:
difficult to achieve.

RED THREAD — Preventive: during warm periods (68-75
degrees) and high humidity. Curative: whenever symptoms
appear.

ANTHRACNOSE — Preventive: prolonged high humidity
and temperature (80-85 degrees). Curative: anytime disease
appears.
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MITEY SPIKE is a fast, rugged AERATOR-SEEDER-
SPREADER. It’s solid as a tank but handles like a sports
car, with features you wouldn’t think possible at this price.
You may be able to buy one with as little as $900 DOWN,
and it can pay for itself in a few days. For details, contact
Len Cohen, Marketing Magr.

TRACN COMBO, INC. (201)
ﬁslAKEAVE., METUCHEN, N.J. 08846 494-141_3J
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Florida

from page 11

customers understand that lawn
maintenance is a professional
business,” says Baker. “So many
times, we have to tell people on
the phone, ‘No, we don’t just mow
vards.'

“People also have to under-
stand that we're working with
nature. It's hard for them to
understand that, as a rule of
thumb. it takes one to two vears to
make a lawn look good.”

“Somehow, you have to get the
customer’s trust,” adds Auer.

To which Glenn R. Duncan of
Duncan Landscape Maintenance,
Pinellas Park, has a ready answer:

“Our customers never seem to
have enough money to do things

Auer Meyers
right. Yet my customers think I
only have one customer, and

that's them. I try to keep it that
way."”

Duncan places top priority on a
short response time to individual
customer complaints using an
advanced communications
system.

e‘ green’

Cost of Operation By:

* Minimizing Down-Time

POLYESTER BRAID
REINFORCING

PVC INNER TUBE

rubber hose

Heavy Duty Spray Gun

* Completely Adjustable —
from stream to mist

* Rugged — reduces need for
repair

* Choice of 4 interchangeable
tips plus flooding nozzles

CALL OR WRITE:

HIGH PERFORMANCE
U4 garde SPRAY EQUIPMENT

Increases Your Efficiency and Reduces Your

* Utilizing Labor More Efficiently
* Providing Maximum Performance

PVC High Pressure Spray Hose

* Hall the friction loss of rubber hose
— and more flexible

* 400 foot continuous lengths — 3/4",
5/8", 112", 318" & 1/4" diameter

* Extra Quality — at 1/3 the weight of

Reliable High Performance
Pumps
* 6 Sizes — that develop 0 to 600 psi
* Built for continuous high pressure
performance
* Dependable — always ready to run
* Loads of special exclusive features

Tom Foster, Green Garde Commercial Division
ENCAP PRODUCTS COMPANY, P.O. Box 278,

Mt. Prospect, Ill. 60056, Phone: (312) 593.6464

Circle No. 118
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Baker

Davis

“Communication is the biggest
part of the success of my busi-
ness,”” Duncan observes. “I've
spent a lot of money on it: before |
had a secretary, I had a mobile
telephone and an answering ser-
vice. I can call back customers
when they have complaints —
within minutes.”

Duncan also has a computer.

“Whenever economics de-
manded a change, | changed,” he
continues. “Buying a computer
and a two-way radio was a
necessity if | was to grow.

“You have to know
where your people are,
want to make money.

“The computer controls cus-
tomers, the radio controls em-
ployees, more or less.”

Yes, Florida is the Sunshine
State. But it's also the state of
diverse lawn care problems —
problems you can’t even begin to
imagine unless you deal with

exactly
if vou

Story Duncan

them on a day-to-day basis.

“You've got to know the area,”
notes Fisher. “For instance: in St.
Pete the pH is high, in Tampa it
isn't. We've got some of the best
farmland in the United States, and
not many people know that.”

“The biggest difference be-
tween Florida and other areas,”
Arrington adds, “is the growth
pattern. It's just amazing that it’s
20 percent harder to take care of
lawns in St. Petersburg than in
Orlando, and that it's about 10
percent easier in Tampa than in
St. Petersburg.”

Auer sums things up nicely:

“In Florida, most of the people
lived up north, retired and moved
here. You get a lot of them who
had no lawn problems there, then
wonder why they have problems
down here.

“You have to tell them that it's a
whole different ballgame."

NOTEBOOK from page 11
He cherishes this time with them

“I've built this company with
people,” he intoned. “They're the
most important part of any
company.”

Arrington’s business has grown
to 51 employees and 40 contracts
in 14 years. One of its innovations
has been the construction of
all-aluminum dovetail body on a
six-cylinder Ford truck frame.

He says that the 20-foot body is

two-thirds lighter than a con-
ventional body. "“It's been built at
enormous initial expense,” he
adds, *‘but it'll pay off for itself
quickly.”

As Arrington says, people are
the backbone of a successful
company — jut like they are the
backbone of a successful industry.

And people in the lawn care

industry — each with his or her
own story — are what it's all
about.

Scientific Guide To Pest
Control Operations

Scomntfic Gusde To

PEST CONTROL
OPERATIONS

by Dr. L.C. Truman
Dr. G.W. Bennett and
Dr. W.L. Butts

Domestic: $29.50* (hardcover)
Foreign: $34.50° (hardcover)

The SCIENTIFIC GUIDE TO PEST CONTROL OPERATIONS
is designed to provide a sound basis for studying the scientific
aspects of pest control and promote technical competence, It
places emphasis on urban and industrial pest problems. This
volume also covers the laws and regulations concermning the
pest control industry,

The SCIENTIFIC GUIDE TO PEST CONTROL OPERATIONS is written for owners, su-
pervisors, servicemen, salesmen, students, persons preparing for state certification under
the EPA/state programs for commercial pesticide applicators, and people interested in

structural pest control.

The SCIENTIFIC GUIDE TO PEST CONTROL OPERATIONS - a must for anyone involved

in the field of pest control!

Return this coupon to: Book Sales

Harcourt Brace Jovanovich Publications
One East First Street, Duluth, MN 55802

YES! Please send me. y(

OPERATIONS,
A check or money order for.

Domestic: $29.50" (hardcover)
Foreign: $34.50* (hardcover)

) of the SCIENTIFIC GUIDE TO PEST CONTROL

P\.uoawnolomywu Master Card, ovAmaﬂcme(cudow)

Account N rates
*Please add $3.00 per order plus $1.00 per addmonal copy lov postage and handling. available upon
me. request.
City. State. Zip. Pleast allow 6-8
Signature_ Date. weeks for delivery.
Phone, LCI 73

TURF

By Dr. William Daniel and
Dr. Ray Freeborg

sscope and organization
egrasses and grooming
erootzones and water
snutrition

240 tables and forms.
Ordering Information
available

copy for postage and handling

Please charge to my Visa, Master

American Express (circle one)
Number

, Of

MANAGERS’
HANDBOOK

$23.95" hardcover $18.95* paperback

This essential reference book covers:

epests and controls
suses of turf
eserving turf needs
*AND MORE

The TURF MANAGERS' HANDBOOK is an easy
on-the-job reference to planning, purchasing, hiring,
construction, and plant selection. These 424 pages
contain 150 illustrations, 96 color photographs plus

Please send ____copies of the hardback ($23.95° ea.) Name (print)
——copies of the paperback ($18.95° ea.) Address

Quantity rates upon request. City
*Please add $3.00 per order plus $1.00 per additional Phone

Expiration Date

Please allow 6-8 weeks for delivery.

Signature

Y i mo WE

Send to; Book Sales
Harcourt Brace Jovanovich Publications
One East First Street

Duluth, MN 55802 LCI 73
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Aeration machine tT?e }Taﬁhi"ef effeC“Vﬁ‘.V pon- Spreader designed EPA approves

. etrates hard surfaces such as clay .

is self-propelled and gumbo soils, yet it is light 1T professionals growth regulator

Turfco, Inc. has introduced an  enough to easily operate and fast Country Manufacturing Inc. of The Environmental Protection

innovative self-propelled lawn  enough to cover rather large areas Fredericktown, Ohio, has come Agency issued its approval re-
aeration machine designed for all in a short length of time. out with a new Estate “Turf” cently for the use of 3M’s Embark

types of soil.

The Turfco Turf Plugger is
powered by a three-horsepower
Briggs & Stratton four- cycle en-
gine. It has eight solid steel tines
to remove a plug %sths of an inch
in diameter and 1% inches deep.
The chain-driven Turf Plugger
can aerate at a rate of 400 square
feet per minute.

Another feature is the align-
ment of the outer tines, allowing
the machine to operate within two
to three inches of obstructions.
Circle no. 150 on Reader Inquiry Card

Members of the Professional Lawn Care Association of America Board of
Directors and their guests are shown in front of the new office building in
Marietta, Ga. during its grand opening held May 9. Address of the PLCAA's
new administrative headquarters is P.O. Box 70455, Marietta, GA, 30007.
The telephone number there is (404) 977-5222, which can be remembered

rrrrrrrrrr- "

New office

Spreader for granular materials. It
is designed for use on lawns and
commercial properties.

The 800-pound load capacity of
the Estate *“Turf"” Spreader covers
three to four acres. It spreads seed,

fertilizer, lime, and other granular
products. The zero- to three-
square-inch calibration opening
allows controlled application.
Major features include high
flotation turf tires, heavy struc-
tural steel chassis, polyethylene
hopper and throttle control of
calibration door. The spreading
unit is ground-driven so no PTO
is needed.
Circle no. 151 on Reader Inquiry Card

plant regulator to suppress poa
annua seedhead development on
golf course fairways. The ap-
proved rate is %z pint per acre.

Embark has been used exten-
sively to reduce mowing costs on
low-maintenance grasses and
difficult-to-mow areas by high-
way maintenance crews and
others since its introduction in
1978.

Circle no. 152 on Reader Inquiry Card

Aeri-seeder can
be profit-maker

The Olathe Manufacturing Model
84 Aeri-Seeder is a self-propelled
walk-behind seeder/aerator that
puts seed into the ground for high
germination with fewer pounds of
seed required.

This versatile, profit-making
machine plants bluegrass, rye,
fescue and virtually any other
seed accurately and efficiently.

Circle no. 153 on Reader Inquiry Card

Cut the Cost of
Soil Management...

No other product can give you

b
<
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the results and still cut soil man-
agement costs like PENE-TURF
Soil Treatment. PENE-TURF
costs only about $8 an acre to ap-
ply..you can treat twice the
acreage at less than half the cost
of similar products!

And what results! Golf course
superintendents and professional
turf managers across the nation
are finding that PENE-TURF im-
proves aeration...helps establish
better rooting...eliminates wet
and dry spots...helps curb ero-
sion...and so much more.

Find out for yourself...write or
call today for FREE information
about PENE-TURF...the best solu-
tion for soil management.

easily: (404) 97-PLCAA.

STOP WASTING CHEMICALS

SAVE $ THOUSANDS sy TARGETING PESTICIDES

THE INJECTION GUN SYSTEM MAKES

IT EASY

Dealerships available in some areas,
Write or call today!

...use PENE-TURF.

INCLUDES: 300"
HANNAY REEL

INSTALLS

12 VOLT
TWIN HOSE,
COMPONENTS,

INJECTION PUMP,

INJECTION GUN,

& FLOW METER.
EASILY.

PERMA-GREEN SUPREME, [INC.
MEMBER PLCAA

STAR
<“p RPCULURAL
" SERVICES, INC.

110%2 East Wabash St. # Bluffton, IN 46714 « (219) 824-5384

219-663-8417
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New Dursban 50W,.

Awesome bug control
IS here.

Now DURSBAN* insecticide, with three
formulations, gives you awesome control
of bugs, grubs, mites, chiggers, ticks, fleas
and weevils.

New DURSBAN 50W is a wettable
powder especially for professionals who
prefer lower phytotoxicity in treating turf,
ornamentals and trees. The elimination
of chemical solvents makes this possible.
DURSBAN 50W gives extended residual
control...eight weeks and more compared
to four or six weeks with most other brands.

So now you can do the whole job with
DURSBAN 2E, concentrated 4E and new
DURSBAN 50W wettable powder. That
assures you of maximum bug control

DURSBAN 50W

and minimum inventory problems.

With all the advantages, you'd expect
DURSBAN to cost more. Actually it costs
less than most other brands. You can treat
1,000 sq. ft. for only 35¢! And when you
use DURSBAN, it means fewer callbacks
and more satisfied customers. That's a
big step in the right direction.

DURSBAN products are available
from your Dow distributor. Also ask him
about our "DURSBAN delivers the goods”
incentive program. Be sure to read and
follow all label directions and precautions.
Agricultural Products Department, Midland,
Michigan 48640.

Now you're a giant step ahead.

<>

Dow Chemical U.S.A.

*Trademark of The Dow Chemical Company. 3915

Circle No. 104 on Reader Inquiry Card
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Lawn care calendar

As an additional service to customers, and as a
means to attract new customers, Hydro Lawn of
Gaithersburg, Md. has come up with this novel
idea: issuing a Lawn & Garden Calendar to
customers.

The calendar provides lawn and garden tips
for home gardeners, including sections on
planting and transplanting, canning tomatoes,
pruning flowers and trees, and watering of
potted plants.

The calendar lists phone numbers to call for
customer service on each page (for easy refer-
ence), and also describes the Hydro Lawn

program at appropriate places throughout the
calendar.

In one section, the calendar answers “Why
fertilize vour lawn now?” And at the end of the
month-by-month listings gives “Tips for Grow-
ing a Healthy Lawn."”

For further reference, a section of interest to
homeowners lists different factors to be taken
into consideration when caring for a lawn:
weeds, thatch, watering, mowing, insects and
diseases.

Finally, included in the calendar are four
business reply cards labelled *Tell a Friend?" to
be sent to Hydro Lawn by its customers as
referrals.

Everything you never

expected from
a tall fescue

New Jaguar: the tall fescue you've been
waiting for. Denser, greener, and lower
growing than ordinary tall fescues. It -
has all the winning performance char-
acteristics that put it in a class by itself.
Bred for overall beauty, Jaguar is
tough enough to take care of itself. A
second generation cultivar, its parents
were selected for resistance to disease,
notably Rhizoctonia brown patch.
Jaguar stands up to heavy wear with
improved leafiness, darker green color,
and is easily mowed. It thrives in hot

*PVP 8200167

weather and drought, thanks to its
deeper root system.

Field trials demonstrate excellent
overall performance and adaptability to
shady, low-light areas. Its lower main-
tenance requirements for watering, fer-
tilizing, and mowing mean lower costs—
good news for those responsible for
parks, sports turf areas, and home
lawns.

For the full story on Jaguar, the
energy-efficient grass of the future,
see us.

—
GARFIELD WILLIAMSON, INC., Jersey City, New Jersey 07306 ¢ 201-435-3500

Distributed by: Byrum Seed Co.
Charlotte, N.C. 28224
704-527-0481

Germains, Inc.
Fresno, Calif. 93777
209-233-8823

Geo. W. Hill Seed Co.
Florence, Ky. 41402
606-371-8423

Los Angeles, Calif. 90051
213-589-6331 .

Manglesdorf Seed Co,
St. Louis, Mo. 63166
314-535-6700

Wetsel Seed Co.
Harrisburg, Va. 22801
703-434-6753

Circle No. 107 on Reader Inquiry Card

Grass Caddy has
16-bushel hopper

Cushman OMC Lincoln has intro-
duced the new Grass Caddy grass
catcher for its Front Line out-front
mower. The Grass Caddy features
a 16-bushel hopper and chute
made of durable cross-linked
polyolefin. It mounts to the side of
the special-design 60-inch deck
and tractor opposite the trimming
side of the deck, so it doesn't
interfere with up-close trimming.
The dumping system is hydrau-
lically operated from the driver’s
seat, and there is no separate
blower to maintain. The operator
can dump clippings into a con-
tainer or pick-up bed with
4;-foot sides.
Circle no. 154 on Reader Inquiry Card

Electric sprayer
goes into corners

The new Dobbins CS-18 electric
power sprayer brings the con-
venience of electric power spray-
ing to the farthest corners of the
largest lawns, according to Master
Manufacturing.

The CS-18 tows behind an
ordinary garden tractor, using the
tractor’'s 12-volt battery as the
p()\\‘t!l‘ source.

Attachments include a boom
assembly which produces an
80-inch spray pattern; a hand-
held spray gun for spot spraying
with a pump rated at 45 psi and
an 18-gallon polyethylene tank.

Circle no. 155 on Reader Inquiry Card

Applicator adaptable

to lawn situations

The Reeser rope-wick herbicide
applicator called ‘““Dab-It” has
proven to be effective in the lawn
care industry.

Hand-wicks and Dab-Its are
available for weed and grass con-
trol on and along sidewalks,
around trees, shrubs, poles and
buildings. Each type has an ex-
clusive rubber seal in the fill caps.

The new convertible model
Dab-It converts to seven-inch or
11-inch lengths, T- or U-shapes or
a 45-degree hand-held weed wi-
per. One model has an optional
sight gauge.

Circle no. 156 on Reader Inquiry Card



Survey needed

WHY do customers leave?

By Peter H. Connelly

Why do customers leave your
service?

If you don’t know the answer to
this question, you should. It's
costing you money now, and it
may cost you your business later.

All of us engaged in business in
the “private sector’ are in-
fluenced by customer attrition.
None of us is guaranteed a seg-
ment of business for any longer
than it takes to refile for an
elapsed patent, open a new
course, lower prices, develop a
better product or open a new
branch.

This is why customer attrition
is so important. We must con-
stantly identify why our cus-
tomers leave our service. And
once the reasons are identified,
we must determine what mea-
sures are necessary to (1) stop our
customers from leaving; and (2)
interest them in re-subscribing
once they leave. When these
determinations are made, we can
look at the costs associated with
the measures and determine
whether we can afford them.

If we can, indeed, afford to take
customer-saving measures, we
can increase our chances of stay-
ing in the marketplace and of
producing a profit. If, on the other
hand, we cannot afford these
measures, our choices are nar-
rowed to increasing the profit-
ability of our existing services and
accepting customer attrition — or
ultimately going out of business.

The question of why customers
cancel is not an easy one to
answer. All of us would like to
think that we are doing the best
possible job of satisfying our
customers. It’s only human.

Ignore feelings

But in order to determine why
our customers cancel, we must
ignore feelings of personal pride
and scrutinize all phases of our
organization. This introspection is
usually painful, but only when we
look at all aspects of our organ-
ization with complete objectivity
can we accomplish the goal of
determining why our customers
are leaving.

If you have no means for
determining this within your
company, find them!

There are a number of ways.
One of the best is to take an exit
survey of all cancelled accounts.
Such a survey should be com-
posed of a dozen or so questions
directed to your cancelled ac-
count, which will help you de-
termine what your service failed
to do for each customer. These
surveys can be mailed to can-
cellations or telephoned, de-
pending on the size of your
business, the number of can-
cellations and the resources avail-
able. Which questions to ask can
be easily determined by surveying

old cancellation requests or by
asking vour staff.

Once the surveys are returned,
tabulate the different categories
into which the cancellations fall.
Basically, you will notice two
distinct groups: willing can-
cellations and unwilling
cancellations.

Unwilling cancellations are
those who cancelled due to
reasons beyond their control;
moving, transfers, divorces,
death, construction in the lawn,
and others.
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Willing cancellations are, obvi- =
ously, more important. This group =
cancels for correctible reasons, 2
and this is where introspection is =
so important. Often, the initial k
reason listed for cancellation is Peter H. Connelly is division
not the real reason. It may be hard head of Hydro Lawn Spray,
to believe that a customer might Salem, Va., a division of
not tell you why he is unhappy W.S. Connelly & Co. Inc. The =
with your service, but your sur- information from this article <
veys will show that — after came from a recent in-house =
making the decision to cancel — one-day seminar involving &
customers want to give vou a the subject of growth and
reason which you cannot cancellations.
discredit. to page 27

COUNT ON

NITRO-26PLUS

1 Week

2 Weeks

3 Weeks
4 \Neeks

5 Weeks

,,,,,,,,,

A Liquid

ferilizer solution.
A Combination of controlled release

nitrogen (slow release)
and free nitrogen for quick green up.

NITRO-26FPLUS

CP Chemical Co.Inc.. 39 Westmoreland Avenue
White Plains, NY 10606 (914) 428-2517

Circle No. 102 on Reader Inquiry Card

Nifroge

We Made It Simi)le!

® QUALITY — Built with Swiss clocklike precision.

® LIGHTWEIGHT — With the comfort of the user in mind.

® ACCESSIBLE — A durable self-lubricating and external
pump assembly.

® SIMPLICITY — Insures cleanliness and longer wear. No
tools necessary to dissemble and repair.

® PRICING — Here's one instance where you pay less for the best.

BIRCHMEIER
has the

Back Pack
Sprayer

for you —

*

5 GAL. (20 K)

ALSO AVAILABLE IN
22 GAL. (10 K)
3% GAL. (15 K)

FOR MORE INFORMATION

TREBOR CORPORATION

4047-A JONESBORO ROAD « FOREST PARK, GA. 30050 » 404-366-0957

Circle No. 114 on Reader Inquiry Card

Advances in Turfgrass Pathology

published by HARCOURT BRACE JOVANOVICH PUBLICATIONS in
cooperation with Dr. B. G. Joyner, Dr. P. O. Larsen and

This extensive volume contains
chapters on:

® turigrass diseases

® cool v.s. warm season pythium blight and

other related pythium problems
. 'snow molds of turfgrasses COPIES
o fairy ri
o leaf splt‘” of Kentucky Bluegrass in Minnesota LIMITED —
® initial and filed fungicide screening DON'T DELAY!
© lurfgrass disease resistance

® PLUS MUCH MORE!
ADVANCES IN TURFGRASS PATHOLOGY is a compilation of more than 23 reports
and discussions by the nation’s leading turfgrass pathologists. Explore the
diseases that attack turfgrass. Find out how to conquer the battle of turfgrass diseases.
KEEP CURRENT WITH NEW IDEAS ON HOW TO HANDLE TURFGRASS PROBLEMS WITH
ADVANCES IN TURFGRASS PATHOLOGY.

Chemlawn Corporation
$27.95* (hardcover)

Return this coupon to: Book Sales

YES! Please send me
PATHOLOGY.

o —— — ——————— ————————— ————— ————— — ——— ——— —— —

Harcourt Brace Jovanovich Publications
One East First Street, Duluth, MN 55802
copy(ies) of ADVANCES IN TURFGRASS

$27.95* hardcover
Quantity rates available on request.
A check or money order for —____is enclosed.

*Please add $3.00 per order plus $1.00 per additional
copy for postage and handling,

Please charge to my Visa, Master Card, or

Zip American Express (circle one)

Account Number

Expiration Date
Please aliow 6-8 weeks for delivery.

LCI 73
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LAWN CARE INDUSTRY

RATES: 65 cents per word (minimum charge, $20).
Bold face words or words in all capital letters
charged at 90 cents per word. Boxed or display ads
charged at $55 per column inch (one inch
minimum). Agency commissions will be given only
when camera-ready art is provided by agency. For
ads using blind box number, add $5 to total cost of
ad. Send ad copy with payment to Dawn Anderson,
LAWN CARE INDUSTRY, 1 East First Street,
Duluth, MN 55802. BOX NUMBER REPLIES: Mail
box number replies to: LAWN CARE INDUSTRY,
Classified Ad Department, 120 W. 2nd St., Duluth,
MN 55802. Please include box number in address.

FOR SALE

SPRAYERS — FACTORY DIRECT, professional
gardeners, turf applicators, proven dependability,
unconditionally guaranteed. Black River Sprayers,
Dept. 1-B, P.O. Box 11, Long Beach, N.C. 28461.

***x UPDATING FLEETA»*
FOR SALE:

A <

> o
sle|s|2|8 Q ?
AR R R T &
2|1974|1.H.C.| 1600|1125(BEAN 10 18500
2|1974| 1 H.C.| 1600|1125|BEAN 20 219750
1/1979| FORD | F350| 750{HYDRACELL 10 |1{9750
2|1971|1.H.C.| 1700|1125|BEAN 10 1{9000
211971|1.LH.C.| 1700|1125|BEAN 20 219750
2(1970|1.H.C.{ 1700| 850|BEAN 10 1(8500
211968 1.H.C.| 1700| 850(BEAN 10 1{8000

ALL ARE HEAVY DUTY AND IN EXCELLENT
CONDITION. ALL ARE OUT WORKING DAILY.
BUY ANY UNIT AND WE PAY ROUND TRIP
TRANSPORTATION.

*** COMPUTER SYSTEM
FOR LAWN CARE #
DATA GENERAL CS/40 WITH 192K MEMORY,

40MB HIGH SPEED DISC STORAGE, 1 CRT
WORKCSTAHON . it i TN - $45,000

COMPLETE LAWN CARE PROGRAMS IN-
CLUDING CUSTOMER INFO, SCHEDULING,
PROSPECTING, INVOICING, RECEIVABLES,
ACCTS PAYABLE AND GENERAL

LEDGER 7... o e e O $20,000
COMPLETE SUPPORT AVAILABLE.

TOTAL PACKAGE PRICE READY TO
BN i i $55,000

FERTILAWN, INC.

612-884-7333
7/83

FOR SALE: Termite & Pest Control Business,
grossing $220,000.00. High profit. Will take cash or
terms available. Incorporate your Lawn Business
with our list of satisfied customers. Also able to
break down into 3 separate companies, price at
$52,000.00, $26,000.00 and $152,000.00. Buy
one or all 3. Firm based in Indiana. Contact
A.EW., P.O. Box 1732, South Bend, In. 46634.

9/83

CLOSEOUT SPECIAL! Save your back issues of
LAWN CARE INDUSTRY and save money at the
same time. We're closing out our line of permanent
binders at the special low price of two for only $7.50!
(This is a $7.00 savings over our regular price plus
postage and handling.) Orders will be filled as long
as our supply lasts — quantities are limited. Order
your binders today from: Book Sales, HBJ PUBLI-
CATIONS, One East First Street, Duluth, MN
55802. W

FOR SALE: Several Hahn Aerifiers in very good
condition, used only one season, 3 Hp Briggs and
Stratton engine, all have a complete set of spoons
(56), overall width of 37", original equipment cost
$2,100.00 each, will sell for $900.00 — Contact
(502) 241-5512. 7/83

BUSINESS OPPORTUNITY

Private Corp. turf construction and lawn fertilization
company for sale. Central Michigan location. Es-
tablished in 1975. Business includes equipment,
commercial property and well known business. For
more information contact Garry at
616-963-5919. 7/83

WANTED

ACCOUNTS WANTED — National chemical lawn
care company seeks accounts to acquire. Selling
price open for negotiation. If interested, send
name, address, phone number and number of
accounts available to LCI Box 86. 3/84

Want to buy liquid lawn care company or accounts
only in Northwest suburbs Chicago, or South sub-
urb Milwaukee. Write LCI Box 87. 7/83

Established 20 year old company wishes to
expand its lawn care business in Florida and the
Southeast. Terms may be arranged to suit the
seller. All replies confidential. Contact Ron Collins,
R. W. Collins, Inc., P.O. Box 2477, Satellite Beach,
Fla. 32937. 8/83

HELP WANTED

“Sales representative wanted for growing turf sup-
ply company. Reply in strictest confidence by re-
sume to Personnel Director, Lakeshore Equipment
& Supply Co., 300 South Abbe, P.O. Box 4015
Elyria, OH 44036." 9/83

Lawn-Care MANAGEMENT SYSTEM Software
for multi-user CPM or OASIS systems with 5mb,
Hard-Disk. “RASCAL" in use since Dec. '81. $2500
+ license, set-up, training. The Green Scene, 5842
Tampa Ave., Tarzana, CA 91356, (213) 705-6388.

Join a growing, 3'2 million dollar pest control and
lawn care company. We need Branch Managers
and Manager trainees to staff our new locations in
Florida and the Southeast. Send resume in con-
fidence to Ron Collins, R. W. Collins, Inc., P.O.
Box 2477, Satellite Beach, Fla. 32937. 8/83

ADVERTISERS

Reader
Inquiry No. Page
105 BrC Chemleal. . .. .. 50, S 28
102 G PICHSINCa M S nees 25
103 Dow Chemical USA. ....... 2-3
104 Dow Chemical U.S.A. .... 20-21
116 Encap Products Co.......... 18
108 Hotaeiar i .. iaia - cwlbani 19
107 Garfield Williamson ......... 22
108 Lakeshore Equipment

& Supply... .. .. AIEIRETANT 7 4
117 Lakeshore Equipment

T s P B 27
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TIQ NONEAMO CO. ...« & . ve o sy 8-9
711 NDSparkPlugs . .......:.. 113
112 Perma-Green Supreme, Inc... 19
113 Sunbelt SeedCo. ........... 27
L CR o 1870 o S SRS 25
115 Warren's Turf Nursery . ...... 16
NEW PRODUCTS
150 Aeration machine is

self-propelled. .............. 19
151 Spreader designed

for professionals . ........... 19
152 EPA approves growth

o e S R Y B 19
153 Aeri-Seeder can be

profikmaker: .. ... .. ...... 19
154 Grass Caddy has

16-bushel hopper ........... 22
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to lawn situations ........... 22

This index is fumished for the readers convenience.
Hi , the publisher can not gt its accuracy due
to circumstances beyond our control.

Classified Advertising is

« Easy
« Effective
e Economical

send a classified advertising message...

(Please Print) ol

1. Number of insertions: (circle)

1 & 3 6 12

2. Start with (month)
3. Amount enclosed: $

PAYMENT MUST ACCOMPANY ORDER.

TF (Til Forbid)
issue (Copy must be in by 1st of month preceding)

SIGNATURE DATE
NAME COMPANY

STREET

CITY STATE ZIP

PHONE NUMBER

DULUTH, MN 55802.

MAIL AD COPY TO: DAWN ANDERSON, LAWN CARE INDUSTRY, 1 EAST FIRST STREET,

RATES: 65 cents per word (minimum charge, $20.) Bold face words or words in all capital letters
charged at 90 cents per word. Boxed or display ads: $55.00 per column inch (one inch minimum).
For ads using blind box number, add $5.00 to total cost of ad.
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PLCAA Regional Seminar, Cleveland, OH,
July 12. Contact: Mark Laube, Lawnmark
Assoc., 4445 Akron-Cleveland Rd., Penin-
sula, OH, 44264. (216) 928-4431.

PLCAA Regional Seminar, White Plains,
NY, July 14. Contact: Bill Carey, Lawn
Masters, 19 Broadway, Hawthorne, NY,
10532. (914) 769-1256.

PLCAA Regional Seminar, Chicago, July
10. Contact: Charlie McGinty, McGinty
Brothers, Rt. 2, Box 518, Long Grove Road,
Long Grove, IL, 60047. (312) 438-5161.

PLCAA Regional Seminar, Buffalo, NY,
July 21. Contact: Des Rice, Weed Man,
Ltd., Box 366, Port Credit, Mississauga,
ON, Canada, L5G 4M1. (416) 279-5448.

Penn Allied Nursery Trade Show, Her-
shey Lodge and Convention Center, Her-
shey, PA, July 26-28. Contact: Pat Norman,
234 State St., Harrisburg, PA, 17101-1181.
(717) 238-1673.

PLCAA Regional Seminar, Framingham,
MA, July 28. Contact: Drew Kenney, Turf
Doctor, 82 Herbert St., Framingham, MA,
01701. (617) 879-4510.

Illinois Landscape Contractors As-
sociation Summer Field Day, Matt Tures
Sons Nursery, Huntley, IL, Aug. 3. Con-
tact: Lucile Little, 4A East Wilson St., Bat-
avia, IL, 60510. (312) 879-5566.

PLCAA Regional Seminar, Detroit, MI,
Aug. 4. Contact: Donald Benham, Benham
Chemical. (313) 624-3200.

PLCAA Regional Seminar, Omaha, NE,
Aug. 10. Contact: Allen Duey, Jay-Lan Inc.,
310 S. Floyd, Sioux City, IA, 51101. (712)
252-5252.

American Association of Nurserymen
Management Seminar, Marcum Memorial
Conference Center, Miami University, Ox-
ford, OH, Aug. 14-18. Contact: Rae Land-
esberg, AAN, 230 Southern Building,
Washington, DC, 20005. (202) 737-4060.

East Lansing Turfgrass Field Day, Han-
cock Turfgrass Research Center, Michigan
State University, East Lansing, MI, Sept. 1.
Contact: Dr. Paul E. Rieke, Department of
Crop and Soil Sciences, MSU, East Lan-
sing, MI, 48824. (517) 355-0266.

Virginia Tech Turfgrass Research Field
Days, Virginia Tech, Blacksburg, VA, Sept.
27-29. Contact Dr. John R. Hall III, Ag-
ronomy Dept., VPI & SU, Blacksburg, VA,
24061-7294. (703) 961-5797.

Professional Grounds Management So-
ciety Conference and Trade Show, Mar-
riott Hotel, Cincinnati, OH, Oct. 15-19.
Contact: PGMS, 7 Church Lane, Pikesville,
MD, 21208. (301) 653-2742.

Western Irrigation Show, International
Agri-Center, Tulare, CA, Oct. 18-20. Con-
tact: International Agri-Center, P.O. Box
1475, Tulare, CA, 93275. (209) 688-1751.

New York State Turfgrass Conference and
Trade Show, Rochester, NY, Nov. 1-3.
Contact: Ann Reilly, 210 Cartwright Blvd.,
Massapequa Park, NY, 11762. (516)
541-6902.

North Central Turfgrass Exposition, Ar-
lington Park Hilton Hotel, Arlington
Heights, IL, Nov. 1-3. Contact: Dr. Thomas
W. Fermanian, University of Illinois, 106D
Horticulture Field Lab, 1707 S. Orchard
St., Urbana, IL, 61801. (217) 333-7847.

Professional Lawn Care Association of
America Convention and Trade Show, In-
dianapolis Convention Center, Indi-
anapolis, IN, Nov. 8-10. Contact: Jim
Brooks, Executive Director, PLCAA, 1225
Johnson Ferry Rd., Suite B-220, P.O. Box
70455, Marietta, GA, 30007-0455. (404)
977-5222.

Associated Landscape Contractors of Am-
merica Maintenance Conference, Denver,
CO, Nov. 13-15. Contact: ALCA, 1750 Old
Meadow Rd., McLean, VA, 22101. (703)
821-8611.

Arbor Expo, Philadelphia Civic Center,
Nov. 17-19. Contact: Daryl Komar, Con-
ference Management Corp., 17 Wash-
ington St., Norwalk, Ct, 06854. (203)
852-0500.

Agri-Turf Irrigation Exposition and Con-
ference, Currigan Hall, Denver, CO, Dec.
4-7. Contact: Karen L. Noyes, The Irri-
gation Association, 13975 Connecticut
Ave., Silver Spring, MD, 20906. (301)
871-1200.




o equipment have found that main- A more frequent service interval 27

per malntenance tenance schedules serve as a use-  will be necessary. i

ful reminder of necessary engine Engine manufacturers are con-  _

L] maintenance. A check sheet for tinually redesigning their pro- >

CO“ld mean $ SaV]n each piece of equipment giving ducts to make them more main- z

maintenance functions to be per- tenance free. Examples of this are o

formed after various hours of op- the new Magnetron ignition sys- -

eration is ideal. If keeping track of  tem used on many Tecumseh en- o

from page 13 Regardless of the type of gaso- the hours of operation is imprac- gines. These systems virtually 5

engine to overspeed, com- line used, it is important that it be  tical, set up a maintenance sched- eliminate the need for ignition &

pounding the problem. clean and fresh and blended for  ule on a calendar basis. However, system maintenance. However, 3

Any discussion of engine main- the season in which it is to be  make sure that the service inter- regardless of the innovations pro- T
tenance would be incomplete used. As gasoline stands, it tends  vals are realistic. vided by engine manufacturers,
with out a discussion of fuels. to deteriorate and form deposits Pl bdul there will continue to be a basic
Most air-cooled engine manu- which will plug carburetor pass- an SCHTaIe need for keeping engines and the

facturers recommend the use of ageways and cause valves to stick. For instance, oil is to be air they consume clean, keeping =

unleaded gasoline in their en- If it is necessary to store gasoline changed after every 25 hours of  engines air cooled and lubricated, >

gines, because unleaded gasolines
tend to produce lighter and softer
combustion deposits. However,
leaded gasoline may be used.

Cancellations

from page 25

For example: if a customer
indicated that he cancelled to trim
expenses, you are not likely to try
to convince him that he has more
money than he believes. He, on
the other hand, may have a
cheaper price from a competitor
and may want to try a different
service anyway. He doesn’t want
your service, so he gives you a
reason he knows you won't talk
him out of. Hard to believe?
Watch the surveys and you’ll be
amazed.

“Okay — so what if a few
customers cancel?” If this attitude
is typical of your company’s
thinking, stop it! None of us is in a
bottomless barrel of economic
potential. Each year, thousands
enter the market competing for a
smaller and smaller slice of the
pie. Cancellations are costing you
in ways you may not have
considered.

More than money

Sure, that’s $175 annually that
your company lost — but what
about the lost source of goodwill?
How long did you need that
customer on the books before you
recovered advertising and sales
costs? What about overhead costs?
How many applications do you
really need before you begin to
show a profit? What about
customer-produced leads or refer-
rals? Aren’t your older customers
a more reliable source of adver-
tising than your newer ones?
What is the average age of service
of your customer? Has this age
increased or decreased in the last
two years?

Finally, don’t be afraid to spend
some money on supplemental
services. Consider the questions
we asked earlier, and you’'ll find
that money invested in surveys,
labor, dethatching machines,
equipment, seed and fertilization
may save you untold thousands in
the future.

=13 ~
Monitoring these facts and de- Bl
termining trends early is import- We sell the patented <.\

ant. Adding extra services at no
charge may be necessary if you
intend to stay in the lawn care
business. Why? Because if you
aren’t trying to identify your
strengths and weaknesses in your

for long periods of time, a gasoline
stabilizer should be added to the
fuel.

Many users of lawn and garden

operation. Don’t set up a bi-
weekly oil change schedule if it is
possible that the engine will be
operated 30 to 40 hours per week.

and maintaining proper adjust-
ments. This basic maintenance
will pay off in longer engine life
and dollars saved.
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O zone 1 (North) Renovation
LESCO Classic Mix - Columbia,
Sydsport, Shadow, Citation*

Call LAKESHORE EQUIPMENT & SUPPLY CO. and ask for BARB.
She’ll take your order or have one of our LESCO Salesmen call on you.

30 days

Falcon, Columbia®*

O Zone 2 (Transition) Renovation
LESCO Tuf-Turf - Olympic,

(800) 321-5325

Nationwide

(800) 362-7413

In Ohio

Renovation completed

Olympic, Falcon*

Chemlawn gun. The \\\
best gun in the '
business.

[J Zone 3 (South) Renovation
LESCO Transition Blend -

LESCQ PRODUCTS

Division of Lakeshore Equipment & Supply Co.
300 South Abbe Road, Elyria, Ohio 44036
(216) 323-7544

Turf-Seed, Inc.
Hubbard, Oregon

Produced by

relationships with your cus-
tomers, your competitor is!

*Varieties may be added to these mixtures for local requirements

Circle No. 117 on Reader Inquiry Card



Nitroform
paints a pretty picture

Nitroform® provides a consistent 38% nitrogen that’s released by soil bacteria slowly
and predictably — just when it is most needed to make turf and ornamentals green and healthy.
And Nitroform continues this slow, steady release to sustain growth for over six months (even
during periods of sparse rainfall).

You'll find Nitroform nonburning, nonstreaking, nonleaching. It's easy mixing and
clean handling, too. This versatile nitrogen source is available in Blue Chip® for dry applications,
Powder Blue™ for liquid use, and it can be mixed and applied with insecticides and fungicides.

When you're buying a complete fertilizer be sure to check the label to see that it
contains Nitroform, the most efficient source of Water Insoluble Nitrogen.

® Nitroform can do beautiful things for your business.

H fl@ BFC CHEMICALS, INC.

""" 4311 LANCASTER PIKE, WILMINGTON, DE 19805
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